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Methodology and plan 
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A business model that combines social impact and financial viability 

• Job creation and development of the middle class 

• Wealth creation and stimulation of the Zambian economic sectors 

1. Analysis of 
EFC database 

2. Animation  
of two focus 
groups  

3. Individual 
interviews 
with clients  

4. Individual 
interviews 
with EFC 
employees 
and managers 

EFC Zambia’s scope :  
who are the people benefitting from its service offer and good practices ?    

Winning practices: 
• Adherence to the client protection principles promoted by the 

Smart Campaign 

• A client and employee share ownership program (CSOP/ESOP) 

Eliminate barriers 
 

 

 
EFC Zambia : a service offer adapted to the needs of small 
entrepreneurs  

Barriers to access for 
small entrepreneurs 

Barriers to offering 
financial services to small 
entrepreneurs 

Missing 
middle = + 
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Eliminate 
barriers  



Barriers to offering financial 
services to small entrepreneurs 

Barriers to access for small 
entrepreneurs 

Access to credit is lacking... and yet essential 

• 62.7 % of Zambians do not have access to formal financial services  
• MSME: 90 % do not have access  
• Agricultural sector (70 % of the country's workforce): 99 % do not have access  
• A conspicuous lack in the offer of loans between ZMK 5 and 80 million 

(US $1,000 and 15,000) (Microfinance Transparency and FinScope) 
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EFC Zambia: a solution 
that matches offer and demand 

•  Small MFIs: loans too small 

• Only microloans 

• Often group loans 

• High operating costs: loans cost more 

• Management capacity and regulatory framework 
sometimes insufficient 

• Insufficient knowledge of business sector 

• Banks: too many conditions, too long  

• Afraid of risks associated with small 
entrepreneurs  

• Tighten requirements to reduce risks  

• Credit analysis process much longer 

 

• No credit history, no property to offer as collateral 
(those who have a house rarely have a legal 
document confirming ownership) 

• Little or no knowledge of management 

• Low financial literacy, little knowledge of available 
financial products and services 

• Difficult to bring together elements needed to 
formalize their business or make it grow: 

‒ Business premises  

‒ Inventory  

‒ Working capital 

“ Money is the lifeblood  
of business. ”  

Arthur Bhuku, printing 

“ You cannot operate  
without credit! ” 

Margret Lukonde, catering 



•Management 
contracts 
entrusted to 
DID 

• Local 
employees 
who are 
dedicated, 
well-trained 
and skilled 

5 

A strong and viable 
business model 

A dozen partners 
who are among 
the world's 
leaders 

• Largest cooperative 
financial group in 
Canada, 5th in the world 

• 43 EFCs serving 400,000 
Canadian businesses 

Proven expertise and 
tools:  

• Methodologies for 
analysis and 
disbursement of 
financing for businesses 

• Risk management  

• Internal control 

• SAF transactional 
system 

• Smart cards  

•Cellular technology 
for repaying loans 

• Interbranch 
transaction system  

•Prepaid credit 
cards (soon to 
come) 

A strategy for 
institutional savings 
that benefits clients 
and the institution 
by reducing interest 
expenses for EFC 

Recognized 
expertise  

Partners who 
share the same 
vision of 
development 

Support from 
Desjardins Group 

High-performance 
IT solutions  

Judicious use of 
available funds 



DID invests 
in capital 

of PFSL 

2008 

2009 
First management 
contract entrusted to DID 

2009 
PFSL joins 
international network  

Break-even 
point reached 

2010 

2012 
Establishment of 
a regional 
strategy involving 
all EFCs in East 
Africa 

Launch of CSOP- ESOP program:  
an industry first 

2010 

2011 
PFSL 
becomes 
EFC Zambia
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An institution 
that works with partners to evolve 



“EFC services are really dedicated  
to business people. They provide better 
sights for us.”  

Catherine Chanakila Mwanza , hostelry and 
agriculture 
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 SPEED 
 FLEXIBILITY 
 CONVENIENCE 
 PROXIMITY 

“ EFC is very helpful  
and quick in disbursing:  
it sometines takes only  
2 days! This makes life 
easier for me. ”  

Rebecca Biluani, financial and 
housing sectors 

“ EFC is friendlier than 
other financial 
institutions. ”  

Elphas Munakaila, housing 
and legal sectors 

A service offer  
that meets the needs of small entrepreneurs 

Credit 
‒ MSME loans 
‒ Housing loans 

 

 

‒ Microloans for 
women market 
traders  

Savings: 6 
complementary 
products 

•6 branches 

•5 business 
centres 

•National 
coverage 
including rural 
areas 

• Informative brochures on 
financial products 

•Radio ads and street ads 

•Advertising in various media 

•A complete, yet friendly 
website 

•Networking with business 
associations 

•Use of SMS for payment date 
reminders 

Conditions that truly 
improve access 

Diversified range 
of products 

A widespread 
and accessible 
network of 
branches  

An institution that 
communicates with its clients 

"We have a fantastic relationship with EFC Zambia, which dates 
back to when we were nothing. When everyone else was sleeping 
and rigid, they came out like a bomb and got to where the needs 
were."   

Joerice Dimingo, manufacturing sector 
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“Housing is vital” 
Home improvement loans, a first in Zambia 

“This product was an instant hit! To make home improvement loans 
available to entrepreneurs was one of the best decisions EFC  made.” 

Moses Serenje , Chief of credit at EFC 
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“ Make it bigger, 
Make it better! ” 

To help entrepreneurs: 

•Acquire business 
premises 

•Purchase or renovate a 
house or apartments to 
rent 

•Build or renovate a 
school 

“The lowest portfolio at risk”  

Volume of housing loans (ZMK) 

40% of the loan portfolio 
(as of Dec. 31. 2012) 

30,000,000,000 
(US $5,600,000) 

20,000,000,000 
(US $3,800,000) 

10,000,000,000 
(US $ 1,900,000) 

1.0% 

0.5% 

0.0% 
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With a strong business model based on partnership and an accessible and 
diversified service offer, EFC Zambia satisfies a long-standing need by providing 
financing that is adapted to the needs of small entrepreneurs. 

  

EFC Zambia satisfies this need by:  

•  offering entrepreneurs the products and services they need and conditions that 
take the realities of their situation into account  

•  seeking out solid partners and integrating rigourous management practices, 
along with cutting-edge technological solutions that ensure the viability of the 
institution  

•  ensuring transparency and always targeting a double bottom-line that seeks both 
good financial performance and strong developmental impact. 
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Winning 
practices  

Adherence to client 
protection principles 



Upsets in the global 
economy 

Accelerated 
development of the 
microfinance sector  

Highlights the 
importance of   
- responsibility 
- security 
- transparency 

The Smart Campaign at a glance:  

• A global effort to unite microfinance leaders 
around a common goal: to keep clients as the 
driving force of the industry. 

• Implementation of a code of conduct supported 
by tools and resources developed to help MFIs 
provide their clients with financial services that 
are transparent, respectful and prudent 

• Objective: Strengthen the microfinance sector 
and make it a model for responsible banking 
services around the world. 
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Putting into practice    
the microfinance client protection principles outlined by the Smart Campaign 

Appropriate product design and delivery Principle 1 

Prevention of over-indebtedness  Principle 2 

Transparency  Principle 3 

Responsible pricing Principle 4 

Fair and respectful treatment of clients Principle 5 

Privacy of client data  Principle 6 

Mechanisms for complaint resolution Principle 7 

The Smart Campaign 
in figures:  

• 3,329 members 
(including 1,092 
MFIs) from 135 
countries, on 5 
continents 
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"Providers will take adequate care to design products and delivery channels in such a way that they do not cause 
clients harm. Products and delivery channels will be designed with client characteristics taken into account." 

Adapted and flexible 
products and services that are accessible for entrepreneurs 

Principle 1:  
Appropriate product design and 
delivery 

“The facility is there at EFC, they offer 
good services and good products.” 

Aaron Kamanga, agriculture and retail 

“Access to loans is easy compared 
with the competition.” 

Judith Mulenga Kapumpa, retail 

“Accessibility and rapidity of services at EFC 
is what distinguishes it.” 

Boniface Mutale, agriculture 

Products  Services 

• Three credit products and six savings products with 
features adapted specifically for entrepreneurs 

• A credit product and a savings product specifically 
adapted for women market traders 

• A credit product designed to facilitate access to 
property (housing loans) 

• Flexible terms and repayment schedules for loans 

• A unique product developed in function of the savings 
habits of entrepreneurs: the CSOP 

• Rapid disbursement process (48 hours on average) 

• Short waiting time at branches (10 minutes on 
average) 

• Loan officers who travel to the entrepreneur's 
workplace 

• Possibility of making loan payments via Zoona 
(mobile technology)  

• An agreement with an insurance company that 
facilitates the process for entrepreneurs 

• Introduction of the interbranch service improving 
accessibility 



"Providers will take adequate care in all phases of their credit process to determine that clients have the capacity to repay 
without becoming over-indebted. In addition, providers will implement and monitor internal systems that support 
prevention of overindebtedness and will foster efforts to improve market level credit risk management (such as credit 
information sharing)." 

Managers and employees  
who take over-indebtedness of entrepreneurs seriously 

Principle 2  
Prevention of over-
indebtedness 

“It is important to balance in order to qualify to get the 
maximum. Repayment capacity is very important to look at 
before taking out a loan.” 

Aaron Kamanga, agriculture and retail 
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EFC carefully determines the capacity of clients to take out a loan and repay it 

•The capacity to repay is calculated in 
function of the financial statements of the 
business, and also takes into account 
family obligations. 

• Loan approval is not based solely on guarantees, but also on a thorough 
analysis of the borrower's capacities. 

•A policy of “one active loan with EFC” is applied. 

EFC collects the necessary information on borrowers 

•The current level of debt and repayment 
history of the entrepreneur is 
systematically verified with the credit 
bureau. 

•Credit analysts consult the client's financial statements, receipt books and 
bank statements in order to make a thorough analysis. 

•A close relationship is established with the client that includes visits to the 
workplace. 

EFC establishes targets and performance bonuses that 
emphasize quality over quantity 

•The targets and bonuses of loan officers are based on the PAR1 and 
PAR30. Quality is not sacrificed in the pursuit of growth. 



EFC respects the legislation regarding 
transparency on product pricing: 
• Participates in the Microfinance Transparency 

initiative  
• Posts current interest rates in branches 

 
EFC uses various distribution channels to 
inform its clients in a clear and concise manner 
about product conditions and terms 
• Brochures, website, posters 
• Organization of activities in markets 

 

EFC informs its clients about all conditions 
relative to products before concluding the sale 
• Conditions explained to clients at various 

moments in the process 

EFC ensures that its employees have thorough 
knowledge of the conditions and terms of 
products 
• Training sessions are offered to consolidate 

their learning 

Transparency 
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"Providers will communicate clear, sufficient and timely information in a manner and language clients can understand so 
that clients can make informed decisions. The need for transparent information on pricing, terms and conditions of 
products is highlighted." 

Clear and complete information  
provided to entrepreneurs 

Principle 3  
Transparency 

“EFC agents are open in the relationship, they are clear in their explanations.” 
Comment from focus group 



EFC offers entrepreneurs 
accessible products that enable 
them to grow and increase their 
assets. 
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"Pricing, terms and conditions will be set in a way that is affordable to clients while allowing for financial institutions to be 
sustainable. Providers will strive to provide positive real returns on deposits." 

Pricing 
that combines return and accessibility 

Principle 4  
Responsible pricing 

EFC uses a portion of its 
profits to benefit clients 

by lowering interest 
rates. 

EFC offers 
competitive and 
non-subsidized 

pricing that enables 
it to earn a 

reasonable return. 

EFC does not 
charge its clients 
excessive fees or 

penalties.  



“Regarding interest rates, EFC is one of the best in its market: 
our interest rates are competitive. They can be higher than at 
banks, but EFC distinguishes itself by decreasing rates on 
repeat loans and by the interest they are giving back to 
clients enrolled in CSOP.” 

Moses Serenje, Chief Credit at EFC 

2009 

MSME: 66% 

2010 

MSME: 66% 

Home 
improvement: 
36% 

2011 
MSME 

• 1st loan: 66% 

• 2nd loan: 54% 

Home 
improvement 

• 1st loan: 36% 

• 2nd loan: 30% 

2012 
MSME 

• 1st loan: 54% 

• 2nd loan: 48% 

• 3rd loan: 42% 

Home improvement 

• 1st loan: 36% 

• 2nd loan: 30% 

2013 

MSME: 42% 

Home 
improvement: 
42% 

Background to startup of 
EFC: 
•Necessity of earning a 

return on operations 
• Cost of borrowed funds 

Introduction of 
a new product 
•Very 

advantageous 
rate 

Reduction 
efforts 
•On repeat 

loans 

Reduction efforts 
•On new loans 
•On repeat loans 

Introduction of 
a maximum 
rate by the 
Bank of Zambia 

An interest rebate of up to 13% is also offered 
to clients who enroll in the CSOP, effectively 
reducing the real rate paid. 
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Competitive interest rates  
that are decreasing 



“At EFC, loan officers are 
professional and give 
good advice.”  

Judith Mulenga Kapumpa, 
retail 

“In accordance with international standards and best 
practices regarding client protection principles, EFC 
endorses the principle of "Appropriate Debt 
Collection Practices.” “Specifically, EFC will not 
condone unethical practices that include physical 
force, humiliation, collections at inappropriate 
hours, and other inappropriate intimidation 
strategies.” 

Extract from the EFC credit manual  
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"Financial service providers and their agents will treat their clients fairly and respectfully. They will not discriminate. 
Providers will ensure adequate safeguards to detect and correct corruption as well as aggressive or abusive treatment by 
their staff and agents, particularly during the loan sales and debt collection processes." 

Innovative financial services 
offered 
offered in a respectful manner 

Principle 5  
Fair and respectful 
treatment of clients 

 

“I feel appreciated by 
EFC. This is very 
important for me.” 

Peter Mulenga 
Kabwela, housing 

“To be able to talk with 
EFC people is a very good 

benefit for me.” 
Annie Banda, market trader 

Dealings with clients are 
characterized by honesty, 
transparency and respect. 

clients 

There is no 
discrimination with 

regard to selection and 
treatment of clients  

Established guidelines 
refer to good practices 
and attitude to adopt 

with clients 



"The privacy of individual client data will be respected in accordance with the laws and regulations of individual 
jurisdictions. Such data will only be used for the purposes specified at the time the information is collected or as permitted 
by law, unless otherwise agreed with the client." 

"Providers will have in place timely and responsive mechanisms for complaints and problem resolution for 
their clients and will use these mechanisms both to resolve individual problems and to improve their 
products and services." 
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“Clients see EFC as a bank. 
It is the first microfinance 
institution to have a smart 
card, it gives a better image 
of security.” 

Moses Serenje, Chief of 
Credit at EFC 

Established mechanisms  
to protect data and improve practices 

• The code of ethics and 
professional conduct has a specific 
clause concerning the 
responsibility of employees 
regarding confidentiality 

• The code of ethics and 
professional conduct has a specific 
clause regarding the protection of 
data 

Confidentiality is one of the 
core values at EFC Zambia 

“Confidentiality of data is good, EFC 
does not share information with other 
people, it is good to trust each other.” 

Comment from focus group 

• Access to premises secured by biometrics 
(fingerprint) 

• Secure password for users 

• Shredding of personal information of clients 

• Smart card with PIN and photo of client 

EFC has set up systems to ensure the 
confidentiality, security and integrity of the 
personal information and financial data of 
clients 

• Forms and suggestion boxes 
are available for clients 

•  Client relations department 
follows up on complaints 

 

EFC takes client complaints 
into consideration in order 
to improve its practices 

Principle 6  
Privacy of client data 

Principle 7  
Mechanisms for complaint resolution 
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By adhering officially and tangibly to the client protection principles advocated by 
the Smart Campaign, EFC Zambia contributes to: 

• establishing a solid and lasting relationship with its clients;  
• reducing financial risks; 
• strengthening the microfinance industry as a whole;  
• establishing its position as a leader in the industry.  

It is by focusing on quality client service, innovative and adapted financial products 
and practices that respect its clients that EFC has become a partner of choice for 
Zambian entrepreneurs. 

EFC Zambia is also concerned with environmental protection. It donates part of 
its waste paper (non-confidential data) to a not-for-profit crafts manufacturer 
and recycles the rest. 
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Client and employee 
share ownership program 

Winning 
practices 



Clients (CSOP) Employees (ESOP) 

Borrowers who fully pay off their loan on time are eligible to a 
rebate of at least 10% on the interest they paid. 

Part of this amount can be converted in EFC Zambia shares. 

Four options:  
• Basic (25% converted into shares)  
• Bronze (50%)  
• Silver (75%)  
• Gold (100%) 
 
EFC adds an incentive that varies in function of the plan chosen 
and can reach 13%. 

To be eligible employees must have worked for 
more than a year at EFC and demonstrated 
satisfactory performance. 

They can contribute through paycheque 
deductions. The employer adds a contribution 
once a year. 
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“ESOP is a very good program, which offers 
excellent return (1$ from the employee means an 
additional $ from EFC). Being able to own the 
company means more than a paycheque: it is 
something long term. Now I want to see the value 
of the company grow!” Sydney Kanyata, CFO at EFC 

Share ownership program (CSOP-ESOP)  
“Now I am not just a client, I am a shareholder!” 

A unique initiative in the Zambian microfinance industry that enables clients and employees 
of EFC to become co-owners of the institution. 

• Strengthens local roots of EFC and creates a  
feeling of belonging for clients and employees  

• Encourages the accumulation of long-term 
 savings (to finance studies, retirement or other 

projects)  

• Contributes to clients financial 
literacy  

• Encourages good repayment habits  
• Encourages good performance and 

retention of personnel 



Increased participation in 
shareholding: 

 

In 5 years, clients and 
employees should  
hold 20% of  
EFC's shares 

62% choose the Gold plan  86% of clients sign up for the program 

Number 
of loans 

disbursed 

 Number of 
clients 

registered 
 Gold 
plan 

Silver 
plan 

Bronze 
plan 

 Basic 
plan 

        5,230                  4,503       2,791    326        360         1,026    
            

  86% 62% 7% 8% 23% 

Or

Argent

Bronze

Base

Gold 

Silver 

Bronze 

Basic 

Massive participation 
confirms the pertinence of the program 
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Simple and illustrated information tools were created to promote the program when it was 
launched. 

A video shown in the waiting room 

A comic book 
distributed to clients 

Advertising 
that educates  

23 
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The CSOP and ESOP programs encourage long-term savings for projects that are 
important to the employees and clients of the institution and their families. 

For the institution, it is a way of encouraging the good behaviour of borrowers and 
the good performance of employees. It is also a way to strengthen the local roots of 
the institution and ensure that the interests of its employees and clients are well 
represented in decision making. 

For employees and clients, it is a powerful motivating force that makes them feel 
that they play an active role in the growth and success of the institution – and 
share the resulting tangible benefits (dividends). The subscribers become 
shareholders in the country's biggest microfinance institution: a lifetime 
investment. This program also promotes financial literacy. 
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Who are the clients 
of EFC Zambia? 



0

5 000

10 000

15 000

2009 2010 2011 2012

 -

 1 000

 2 000

 3 000

 4 000

 5 000

 6 000

 7 000

D
o

w
n

to
w

n

C
h

aw
am

a

K
am

w
al

a

K
an

ya
m

a

K
it

w
e

C
h

ip
at

a

42% 
58% 

Women

Men

1% 

16% 

38% 27% 

14% 

4% 
Less than 20

21-30

31-40

41-50

51-60

More than 60

• 27 % of clients live in rural 
areas (Kitwe and Chipata) 

• 42 % are women 

• 17 % are under 30 

• 60 % of businesses financed 
have been in operation for 
less than 5 years  

• 50 % of businesses financed 
are in wholesale and retail 

• 40 % of businesses financed 
are associated with light 
industry, the service sector, 
construction 

• 10 % of businesses financed 
are associated with the 
agricultural sector  

• Over 50 % of the 
entrepreneurs have at least 
two businesses: an 
interesting way to create 
leverage 

31% 

29% 

20% 

20% 
Entre 0 et 2 ans

Entre 3 et 5 ans

Entre 6 et 10 ans

Plus de 10 ans
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Impressive growth: 
The clientele has increased more than twelve fold in 3 years  

Growth in the number of 
clients 

Number of clients per branch 

Number of years 
business in operation 

Breakdown by gender 

Breakdown by age 

Less than 3 years 

3 to 5 years 

5 to 10 years 

More than 10  

 

15,000 
 
 
10,000 
 
 

5,000 

7,000 

6,000 

5,000 

4,000 

3,000 

2,000 

1,000 

- 

 



Market segment Examples of businesses 
financed 

Amount of loan 
(ZMK) 

% of loans 
disbursed by EFC 

Average assets 
of businesses 

financed 
(ZMK) 

Large businesses, upper 
class individuals 

Construction, supply, 
stationary, real estate 

Over 200 millions 
(US $37,500) 

0.11% 1.4 billion 
(US $265,400) 

  

Medium size businesses Construction, supply, 
stationary, real estate 
 

80-200 millions 
(US $ 15,000 to 

$37,500) 

4.39% 665 million 
(US $128,200) 

  

Small formal sector 
businesses 

Poultry, butchery, auto 
spares, restaurants, 
groceries, schools, 
hardware, electronics, 
boutiques, salons 
 

5-80 millions 
(US $ 1,000 to 

$15,000) 

54.74% 115 million 
(US $21,900) 

  

Small semi-formal 
businesses, small-scale 
farm producers 

Women market traders, 
small restaurants, small 
groceries 

2-5 millions 
(US $375 to $1,000) 

28.21% 15 million 
(US $2,815) 

  

Micro businesses in 
urban/peri-urban areas 

Women market traders 500,000-2 millions 
(US $95 to $375) 

12.55% 6.7 million 
(US $1,300) 
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Loan amounts increase 
as client businesses grow 
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Over US $30 million 
dedicated to the growth of entrepreneurs 

• 44 % of the portfolio 
– loans to women 
(volume) 

• 46 % of the portfolio 
– loans to women 
(number) 

 

 

 

 

 

EFC Zambia also offers 
staff loans  – an 
advantage that 
promotes staff 
retention 

Over ZMK 150 billion disbursed 
(US $30 million) 

Total amount disbursed by 
type of loan 

8,215 loans disbursed 
Number of disbursements 
by type of loan 

A current portfolio worth 
ZMK 53 billion (US $10 million) 

% disbursed by type of loan 
(volume) 

% disbursed by type of loan 
(number) 

50,000,000,000 
45,000,000,000 
40,000,000,000 
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56.4% 27.0% 
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A loyal clientele 
and growth in average loans  

“We make sure there is an improvement before 
giving a repeat loan to an entrepreneur.”  

Edna Banda, Senior Credit Analyst 

44% of the entrepreneurs have 
already had a previous loan with EFC 

Number of loans per 
entrepreneur 

A positive trend in average amount of loans 
disbursed to entrepreneurs… 

While the portfolio at risk (PAR30) is kept under 3%:  

Average amount disbursed by type of loan 
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More than 3 
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23% 

49% 

28% 
Regular Savings Accounts

Term Deposit and Premium
Savings Accounts

Compulsory Savings

  2009 2010 2011 2012 

Regular Savings  
Accounts (Avg) 219,074 298,772 388,182 303,028 

Term Deposit and 
Premium Savings 
Accounts (Avg) 1,029,847 43,792,148 38,774,198 48,452,601 

Compulsory  
Savings (Avg) 1,037,836 1,467,210 1,807,173 2,850,364 
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A strategy for collecting savings 
adapted to the characteristics of the target clientele 

ZMK 19 billion (US $3.7 M) in savings deposits,  
including 9 billion (US $1.7 M) in term deposits  
(institutional savings) 

Growth in savings deposits (ZMK) 

Breakdown of savings by type 

Characteristics of entrepreneurs 
• Do not save much, but are aware that savings are a key element for growth 
• Prefer to invest in their business: more profitable to reinvest surplus to support growth 
• Prefer to keep capital available for personal contingencies 
•   

Average savings are increasing (ZMK) 
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By reaching entrepreneurs:  

• from a variety of sectors of economic activity;  

• of whom 42% are women, 27% live outside the capital and 17% are under 30; 

• almost half of whom have obtained more than one loan from EFC; 

• whose average loans and average savings are both increasing... 

... EFC Zambia confirms its pertinence as a financial institution that seeks to meet 
the needs of its community and make a significant difference in the lives of 
thousands of individuals who, otherwise, would find access to financial services 
difficult. 
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A driving force 
for job creation 



EFC Zambia: 
an employer of choice 

“I joined the 
winning team!” 

Besta Chomba, Credit 
supervisor, Kamwala 

Branch 

“EFC is my home, I’ve seen it 
grow from the start, I am 
attached to this place. I am 
getting a lot of experience, I 
learn every day!” 

Unikedy Mutuna Tembo, Senior 
Internal Controller at EFC 

“There is no red tape. EFC 
environment is open and 
people are easy to 
approach.” 

Bebina Jere, Admin. agent, 
Downtown Branch  

“I help clients 
understand what 
loans are all about.”  
Edna Banda, Senior Credit 

Analyst at EFC 

• 162 employees, 64 of whom are women  
• Retention rate of 64% (more than one year working at EFC)  
• Average length of employment 2.5 years (3.5 taking into account 

employees who began with Pulse Holdings in 2004)  
• Emphasis on education: 

• 79% have a certificate or a college diploma  
• 18% have a university degree 

Strong and distinctive incentives 
• The EFC is a recognized organization supported by  

international partners 
• Interesting prospects for career advancement 
• Variety of valuable training sessions  
• A strong and appealing social mission 
• Performance and targets that are motivating 
• Climate of openness on the part of managers 

33 



In developing countries, small businesses are the main driving force behind job 
creation. According to the Calvert Foundation's social return on investment (SROI) 
calculator, each loan made to a small business in a developing country such as 
Zambia leads to the creation or preservation of 1.4 new jobs. 

 Based on this hypothesis, we can estimate that over 10,000 jobs have been created 
or preserved by EFC since January 2009. 

Based on interviews with client entrepreneurs, it appears 
that they have maintained and created even more jobs than 
what is estimated from the Calvert hypothesis. 
 
The inclusion of this data in future EFC reports will 
undoubtedly validate this assertion. 

A driving force for job creation 
in the community 

“Jobs developed 
tremendously: I now 
employ 15 people.”  

Boniface Mutale, 

agriculture  

“I have 52 
employees; the 
EFC really helped.” 

Felistus Malunga, 
education 

“I plan to hire 2-3 more 
people for my new shop from 
my future loan with the EFC.” 

Aaron Kamanga, agriculture and 
retail 
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By specifically targeting small Zambian entrepreneurs, EFC Zambia contributes to 
creating and maintaining an increasing number of jobs, both direct and indirect – 
small businesses as a whole being the greatest driving force for job creation in the 
national economy. 

EFC Zambia is itself a choice employer offering attractive conditions and 
development prospects to all its employees. 

In addition, as noted by numerous clients interviewed, EFC participated in the 
creation of many jobs in the businesses in question: 

• these jobs make it possible to lift people out of poverty, to give them the means to take 
care of themselves and their loved ones, and even become leading socio-economic actors 
in the community; 

• these jobs also make it possible to reduce the workload of the entrepreneurs and allow 
them to concentrate on developing their business, in addition to directly improving their 
output and efficiency, and thereby the strength and viability of their business.  

Overall, we can affirm that EFC Zambia participates in the development of the 
middle class and thereby contributes to the cycle of economic growth. 
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A few success stories 

Clients whose lives 
have been enriched... 
in many ways  



PRIDE 
“I am proud to own a 
business  and deliver 
services to people. This 
creates jobs and helps 
build our community. I 
am also proud that I 
have created a sound 
and viable enterprise 
that my children can 
lean on.”  

Elphas Munakaila 
(housing and legal 

sectors) 

 

BUILDING WEALTH 
“I am upgrading my 
assets day by day! And 
by allowing me to 
invest in its Client 
Share Ownership 
Program, EFC Zambia is 
helping me save for the 
future. In a way this 
program is my pension 
plan: as a 
businesswoman, that 
option was never 
available to me 
before.” 

Catherine Chanakila 
Mwanza  

(hostelry and 
agricultural sectors) 

 

GROWTH 
“My business only had 
two employees at the 
start. Now I employ 
eight people, half of 
them thanks to the 
loans I got from EFC. I 
have also increased my 
productivity and 
consolidated my 
position in the market. 
My ambition is to 
expand to one hundred 
employees and be able 
to export my 
merchandise.”  

Joerice Dimingo 
(manufacturing sector) 

 
 

FINANCIAL 
EDUCATION  
“The loan officers at 
EFC Zambia take the 
time to show their 
clients how credit 
works and are careful 
to explain all the 
details. I feel better 
prepared each time I 
get a new loan.”  

Rebecca Biluani 
(financial and housing 

sectors) 

 

SELF-SUFFICIENCY 
“Thanks to my 
business, I do not have 
to borrow money from 
anyone - not even from 
my husband. Very few 
women in Africa can 
say that. I also bought 
a car using my own 
money and am sending 
all my children through 
school.”  

Betty Mfula 
(agricultural sector) 
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Enriched… in may ways! 
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Betty Mfula  

Before EFC:  had 250 chickens 

A few loans later:  2,000 chickens, 3 chicken coops 

Direct advantage: obtain sufficient funds to buy chicken feed in bulk 
(lower price)  

Collateral benefits:  She was able to send her 6 children to study abroad. 
She supports her niece and one of her 
grandchildren. And she covers some of the 
household expenses, such as water and electricity. 

Number of employees:  6 

“EFC was the best thing for me!” 
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Victor Simusokwe 

Challenge:   Owner of a truck parts store, he must keep 
sufficient inventory on hand at all times in order to 
meet the demands of his clients. 

Results: •  his business reached the breakeven point in 8 months  
• he is making profit that he can reinvest in his business 

Number of employees: 3 (+ a part-time accountant) 

Previously employed by Barclay’s Bank, he 
prefers EFC to banks: 

  “Banks have high requirements, not like EFC... and they take forever to process: an 
application can take one month! If I need to get a visa to travel to Dubai to buy 
stock, my visa will expire in my pocket before I get the money...” 
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Rebecca Biluani  

Has received: 3 housing loans  

Has built:  11 small houses that she now rents to families. 

Collateral benefits: provides financial support to her 4 children, all 
studying abroad 

Number of employees:  9 full-time workers 

“EFC was helpful, quick in 
disbursing... and the first to answer 
my need immediately!” 



41 

Macpherson Mpundu  

Before EFC operated a daycare centre for small children  

After a few loans • Operates a school (a welcome service in a 
community that had only one public school until 
then) 

• Was able to add on to the building to make room 
for more classrooms (and grades) for the children 
as they grew older. 

Collateral benefit Having succeeded in paying for the studies of 9 
orphans with the revenue he made from his school. 

Number of employees 10 teachers, 4 day workers and 3 cooks  
(all full-time) 

“Within the Zambian economy, it is 
difficult to invest just from what you are 
making, for example in the construction of 
a house. When you have a push, when 
money can come at once, it gives you 
space; you see the difference.” 
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EFC has had a great social and economic impact that has enriched the lives of 
individuals and the community in many ways. 

 The impact takes many forms:  

• Pride  
• Accumulation of assets  
• Growth and job creation 
• Financial literacy  
• Self-sufficiency 
 

In addition to contributing to the smooth running and growth of the small 
businesses financed, the loans offered by EFC also make it possible for the 
entrepreneurs to satisfy the needs of their families, educate their children, 
undertake personal projects and, overall, improve their standard of living. 



A business model 
that combines social impact and financial viability 

•More than 14,000 clients 

•42% of clients are women 

•Creation of 162 direct jobs 

•Creation or preservation of over 10,000 indirect 
jobs 

•Adherence to the principles of client protection 

•Diversified and adapted financial products 

•Terms that are adapted to the clients situation and 
facilitate access 

•Outreach that includes rural areas 

• Sharing of ownership and governance with clients 
and employees 

Undeniable social impact 
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EFC Zambia: the "preferred deposit-taking microfinance institution in Zambia" 

• Showing a profit after only 25 months in operation 

• Leading microfinance institution in Zambia in terms 
of assets (40% of the market) 

• Largest portfolio in the market  

   - 35% of credit  

   - 60% of voluntary savings  

•Portfolio at risk well managed 

• Significant growth in main indicators 

  2011 2012  

Loan disbursement (ZMK billions)   52.3  74.8  

Earnings before tax (ZMK billions)   1.2 4.0  

ROA (%)  3.0 5.7 

ROE (%)  5.7 20.1  

Profitability rapidly attained 



Benefits… 
at every level! 

For 
entrepreneurs 

For 
families 

For businesses For the community 

• Savings and loans 
that increase 

• Improved financial 
literacy 

•The possibility of 
becoming economic 
actors and job 
creators: a source of 
pride 

•A reduced workload 
thanks to the 
possibility of hiring 
new employees 

Better living 
conditions: 

• food 

• children's  
schooling 

• health 

• housing  

•transporta-
tion 

  

• Increase in revenue (slow, but 
sure) 

•Capacity to maintain an adequate 
inventory (essential for success!) 
and survive cash-flow difficulties 

•Credit provides access to funds in 
order to take advantage of 
opportunities. 

•Entrepreneurs are aware that 
although they are going into debt, 
their assets increase in value and 
therefore they come out ahead. 

• Increase in jobs (difficult to 
quantify, but a definite impact!) 

•Growth in economic activity 

•Social impact (self-sufficiency, 
inclusion of women, access to 
housing, contribution to 
education through the creation of 
new schools) 

•Fiscal impact (EFC, its employees 
and its clients all pay taxes) 

•Contribution to the vitality of the 
social fabric and of the local 
economy: the entrepreneurs 
financed are all links in the 
economic value chain 
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